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1949 is the golden anniversary of Kresge stores. 

This important occasion marks a fifty-year milestone in the 
development of an idea that has contributed notably to the 
nation’s economy. 

Kresge’s progress during this period is attributable to more 
than efficient leadership. It is due also to the loyalty and 
cooperation of all Kresge employees, the friendly relation¬ 
ship with suppliers, the faith and confidence of stockholders 
and the enthusiastic patronage of value-wise consumers. 

This seems a most appropriate time to extend to each and 
every person responsible for the Kresge Company’s success 
a sincere expression of appreciation. 

The Kresge Company has acknowledged each anniversary 
in the traditional manner of looking back over the years. 
Not for reasons of sentiment, but because reviewing the 
past can aid materially in planning greater things for the 
years to come. And that is what the Kresge Company is 
always doing. 

Future growth will, as always, be measured in terms of 
greater values and better service. So it is only natural for 
Kresge to start another year—its fifty-first—looking ahead. 
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SEBASTIAN SPERING KRESGE 

Founder and Chairman of the Board 

To Sebastian S. Kresge go highest honors for the 
outstanding record of the great Kresge enterprise. 
Upon the success of his early idea of selling mer¬ 
chandise at five and ten cents he ventured his life 
savings and staked his career. Over 80 years of age, 
he is still in full health and vigor, with undiminished 
interest in company affairs. 


DANIEL C. FISHER 

President and General Manager 

A "Kresge man” since 1 907, Mr. Fisher worked his 
way up from the stockroom of a small Kresge store 
in Youngstown, Ohio. He has been a store manager, 
superintendent, buyer, sales director and vice 
president. In 1935, he was elected to the Board of 
Directors, and became president and general man¬ 
ager in 1946. 


TAKE AN ACTIVE PART IN THE COMPANY’S MANAGEMENT 


A company is only as progressive as the men who direct it. Their knowledge and 
cooperation determine its efficiency and progress. 

Kresge's Board of Directors presents a splendid example of experience and team 
work. Of the ten active members, three are past presidents. Eight of the ten Directors 
have worked together for more than thirty years, having started at the bottom of 
the ladder in the Kresge organization. 

Few directorates in any business can match the Kresge Board of Directors in the high 
percentage of members who have built their careers in the company they represent. 

Kresge Directors are practical men who are thoroughly versed in the Kresge way 
of doing business. It is their responsibility to maintain the highest standards of value 
and service, and to direct the company's activities with the utmost efficiency. 
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Among other duties, they hold regular monthly meetings to study and discuss the 
many and complex phases of the business. And they are always available whenever 
special meetings may be called. 

Naturally, Kresge’s personnel enjoys numerous advantages in having a Board of 
Directors so highly qualified to guide the company’s development. But it is the 
consumer primarily whom the Directors are constantly striving to serve better. For 
upon the public’s growing appreciation of Kresge values and service rests the future 
success of the Kresge Company, with its resultant benefits to all. 



CHARLES B. VAN DUSEN 
Director and Former President 

Joined Mr. Kresge in 1904. He 
has been secretary, treasurer and 
vice president, and was president 
from 1925 to 1938. Active mem¬ 
ber of the Executive Committee. 


CHRISTOPHER E. HOLZWORTH 
Director and Vice President 
in Charge of Store Management 

With Kresge since 1908. He has 
served as store manager, super¬ 
intendent and district manager. 
Became a director in 1934 and 
a vice president in 1935. 



ROBERT R. WILLIAMS 
Director and Former President 

Started with Mr. Kresge in 1908. 
Elected a director in 1916 and 
vice president in 1920. President 
from 1938 to 1946. He is chair¬ 
man of the Executive Committee. 



CARL B. TUTTLE 
Director and Former Vice 
President and Treasurer 

Associated with Mr. Kresge since 
1899. A director since 1916. He 
has been secretary, treasurer and 
senior vice president. Member of 
the Executive Committee. 



FRANKLIN P. WILLIAMS 
Director and Vice President 
in Charge of Merchandising 

Entered Kresge employ in 1915. 
He has been a store manager, 
superintendent and sales man¬ 
ager. Elected a director and vice 
president in 1 947. 



HOWARD C. BALDWIN 
Director 

Leading Detroit attorney. A 
director since 1931. He is a mem¬ 
ber of the Executive Committee, 
and is vice president and trustee 
of the Kresge Foundation. 



T. GEORGE KING 
Director and Vice President 
in Charge of Real Estate 

A Kresge member since 1916. 
Served in World War I and re¬ 
entered the Kresge Company in 
1923. Became a director and 
vice president in 1948. 



DONALD F. VALLEY 
Director 

A director since 1 945, Mr. Valley 
brought to the Kresge Company 
considerable financial experience. 
He is also a vice president of the 
National Bank of Detroit. 









BEGAN TO WIN FRIENDS FIFTY YEARS AGO 


THE FOUNDER 


LOOKING AHEAD 



O N a sunny morning in October, 1899, pedestrians 
on Woodward Avenue in Detroit, Michigan, paused 
to watch a man painting a sign on a building. It read, 
"Nothing Over 10 Cents in Store!* The sign was being 
painted on the first Kresge store. 

Thus the city of Detroit, birthplace of automobiles 
and other world renowned industries, is also the birth¬ 
place of the S. S. Kresge Company. 

From this one small store, with its staff of 18 employees, 
Kresge service has spread throughout the land. Today 
a personnel of more than 37,000 is required to operate 
the 702 Kresge stores which serve millions of thrifty 
shoppers daily. 

Let us turn back the calendar to 1867 and see how the 
inspiration of one man has done so much to increase 
the purchasing power of consumers in the United States 
and Canada. 

In that year, Sebastian Spering Kresge, founder of the 
S. S. Kresge Company, was born on a small farm at 
Bald Mount, Pennsylvania, not far from the land on 
which his Swiss ancestors had settled 122 years before. 

During his boyhood and young manhood, hard work 
and rigid economy were stern necessities. Winters meant 
trudging daily to small country schools. Summers were 
devoted to various odd jobs to provide money for clothes 
and further education. 

Young Kresge was not satisfied with the prospects that 
lay ahead. He was restless. He was aggressive. He pos¬ 
sessed the vision, energy and ambition that make men 
leaders. 

This explains why, in 1886, he wound up his academic 
training with a short course in business college in Pough¬ 
keepsie, New York; and after teaching school for one 
term, he started out on a career in the business world. 
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Experience was his first aim. And into the next ten 
years, Mr. Kresge crowded a vast store of varied and 
valuable business knowledge. He worked in the produce 
business, operated a bakery, sold industrial insurance, 
kept books, and traveled the countryside selling sundry 
articles. 

He climaxed this period with a five-year connection 
with W. B. Bertels, Son & Co. of Wilkes-Barre, Pennsyl¬ 
vania, selling tinware and hardware items in cities, 
towns and hamlets. This association in particular set 
the pattern for his future, and provided the opportunity 
for him to start out on his own. 

An ardent believer in the old adage, "Take care of the 
pennies and the dollars will take care of themselves" 
Mr. Kresge recognized the potential greatness of small 
change, not only as a means of individual saving, but 
as purchasing power in the public’s hands. He saw 
promising possibilities in supplying families with more 
of the every-day items they wanted, within a price 
range of five and ten cents. 

On February 28th, 1897, Mr. Kresge resigned from the 
Bertels firm, determined to put into action his own 
merchandising ideas. In his travels he had become closely 
acquainted with J. G. McCrory, who operated 5- and 
10-cent stores in Johnstown, Pennsylvania, and James¬ 
town, New York, and six so-called "bazaar” stores scat¬ 
tered in the Pittsburgh area. 

On March 20th, 1897, with his life savings of eight 
thousand dollars, he joined J. G. McCrory in equal 
ownership of a store in Memphis, Tennessee. Mr. Kresge 
became its manager. The same year they opened a store 
in Detroit, and G. C. Murphy was appointed to man¬ 
age it. 

Mr. Kresge was determined to increase his knowledge 
of retail merchandising. In the summer of 1898, he 
went to the McCrory home office in Johnstown, as 
assistant buyer to Mr. McCrory, while still retaining 
his holdings in the Memphis and Detroit stores. In 
March, 1899, he assumed management of the Detroit 
store. 


GAINS WIDE EXPERIENCE 


INVESTS LIFE SAVINGS 
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The fall of 1899 saw Mr. Kresge realize one of his 
highest ambitions—a store entirely his own. He traded 
his half interest in the Memphis store for Mr. McCrory’s 
half interest in the Detroit store, thereby becoming 
sole owner of his first "5 and 10” 


PROGRESS GETS UNDER WAY 



In 1899, Mr. Kresge also opened a store in Port Huron, 

Michigan, sharing interest with his brother-in-law, 

Charles J. Wilson. Later he sold his interest to Mr. 

Wilson and was once more on his own. 

In 1903, he opened in Toledo, and followed in 1904 

with a new store in Pittsburgh which he placed under 

Mr. Wilson’s management. Then the interests of all four l 

stores—Detroit, Port Huron, Toledo and Pittsburgh— 

were pooled. The name "Kresge and Wilson” was used 

until December, 1907, when Mr. Kresge purchased Mr. 

Wilson’s interest. 

Meanwhile, several new stores had been opened — in 
1905 in Cleveland, Columbus, Indianapolis and Chicago 
—in 1907 in West Cleveland and Youngstown—and dur- 
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ing 1907 and 1908 additional stores were purchased 
outright, some of whose owners and managers became 
actively associated with Mr. Kresge. 

By 1912, Mr. Kresge was operating 85 stores, and doing 
about $10,000,000 worth of business. It was then that 
he decided to share ownership with the public. On 
May 1st, 1912, the business was incorporated in Dela¬ 
ware for $7,000,000, and became the S. S. Kresge Com¬ 
pany. Four years later it was reincorporated in Michigan 
for $12,000,000. 

Although the magnetic attraction of the 5- and 10-cent KRESGE EXPANDS SERVICES 
appeal was increasing steadily, Mr. Kresge sensed a 
wider market for Kresge values. This called for enlarged 
assortments of merchandise and the adoption of a price 
range beyond the ten-cent limit. So in 1917, the Kresge 
Company began to expand merchandise stocks, first dis¬ 
playing items up to twenty-five cents, and gradually in¬ 
cluding articles up to one dollar and more. 


The popularity of this wider merchandising program 
has made it necessary to open new stores consistently, 
and to enlarge existing stores, in order to handle the 
added volume of business. This expansion has extended 
into Canada, where the first Kresge store was opened 
in 1929, in Kitchener, Ontario. 


The rapid growth of the S. S. Kresge Company has 
proved to be one of America’s outstanding mercantile 
achievements. This is a tribute to the long-range plan¬ 
ning and administrative ability of Sebastian S. Kresge, 
Chairman of the Board. 

Serving 26 states and the District of Columbia in the 
United States, and extending from coast to coast in 
Canada, Kresge’s popular stores now hold "open house" 
to millions of thrift-minded families who like the 
Kresge way of doing business. In 1948, the Kresge Com¬ 
pany’s sales amounted to $290,119,737.00. 

Naturally, the vast public is concerned primarily with 
the pleasures, conveniences and economy of shopping at 
Kresge stores. But credit is due the "behind-the-scenes" 


OUTSTANDING ACHIEVEMENT 
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organization, Kresge’s centralized headquarters, which 
creates and develops these public-interest features. 

For years all executive work was conducted in the 
original store. But in 1913, the Kresge Company erected 
an 18-story public office building, occupying 2 floors 
and the basement with its greatly expanded adminis¬ 
tration department. Later this space was doubled, but 
as the company continued to grow it became evident 
that even this increased space would eventually become 
inadequate. 

In May, 1930, the Kresge Company moved into its own 
administration building on Second Boulevard, in De¬ 
troit. An entire city block long, this imposing building 
is completely occupied by the Kresge Company. 

THE VALUE OF TEAMWORK It is here that all the complex activities of so great 

an enterprise are planned and directed ... the designing 
of new stores—the modernization of present stores—the 
directing of all personnel—the diversified buying and 
efficient distribution which keep Kresge counters con¬ 
stantly stocked with merchandise from the markets of 
the world. 

A contributing factor to the company’s solid foundation 
is Mr. Kresge’s background as an expert real estate 
appraiser. He was able to choose store locations with 
exceptional foresight. In many cities and towns today, 
Kresge stores occupy the choice business sites. 

Although the guiding genius of this far-reaching insti¬ 
tution, Mr. Kresge lays no claim to single-handed ac¬ 
complishments. He knew well the value of capable 
assistance, and possessed the rare ability to judge 
human nature. He surrounded himself with men who 
studied and quickly acquired his aims, and who were 
fully qualified to carry them out. Many of the company’s 
present top-ranking executives started with Mr. Kresge 
before 1912. To Charles B. Van Dusen, Carl B. Tuttle 
and Robert R. Williams goes much of the credit for the 
Kresge Company’s early success. And it is interesting to 
note that more than 700 employees have been associated 
with the Kresge Company for over 25 years. 
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There are many different details to ac¬ 
curate stock-keeping. Every Kresge store 
manager had to learn them all. 


TTE symbolizes the purpose and progress of every 
Kresge store manager. He began at the bottom, 
worked up to his present position, and still has a bright 
future before him. 

Starting in the stockroom in a Kresge store, he had the 
opportunity to learn the primary fundamentals of the 
Kresge way of doing business. In the stockroom, he 
learned important details by handling merchandise, 
checking and processing invoices and performing other 
related duties. To become a successful merchant later, it 
was essential that he master the basic principles of good 
stock-keeping. 


He worked hard, studied eagerly, applied himself in¬ 
dustriously. And his efforts soon began to pay dividends 
in promotions. 

He was made a junior assistant, with new and diversified 
duties and added responsibilities. As he demonstrated 
outstanding ability he continued to move ahead —as 
assistant manager, then senior assistant manager, and 
on to the managership of a Kresge store of his own. 

His future advancements will be to manage larger Kresge 
stores. Then he may become a superintendent of a group 
of stores, a district manager, a buyer, or he may be 
appointed to other executive positions. All executives 
of the Kresge organization, even the president, started 
just as he did. 

As a store manager he is a true representative of the 
Kresge Company. He reflects the company’s integrity, 
sincerity and ambition. His personnel carries out the 
company’s policy of friendly, courteous service. 

He is an active participant—often a leader—in conduct¬ 
ing civic activities, aiding charities, and fostering worthy 
local enterprises, all of which further help to make his 
Kresge store a human and vital part of the community 
it serves. 



Knowing how to work harmoniously with 
customers, salespeople and assistants is 
one of the qualities of a good manager. 
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Kresge’s Modern Shopping Centers 
Are Among America’s Finest . . . 



W hen you approach a new or modernized 
Kresge store you are immediately im¬ 
pressed with its beauty and distinction. Its 
exterior may have been specifically planned 
to conform to the general architectural theme 
of the community. 

In the Kresge Administration Building in 
Detroit, 87 architects, engineers and drafts¬ 
men, who specialize in the designing of new 
Kresge stores and the modernization of ex¬ 
isting ones, are constantly at work. 

The goal of these men is to make each Kresge 
store the finest shopping center in the com¬ 
munity it serves. 

Regardless of a store’s size, it must be dis¬ 
tinctive. Its interior must be attractive and 
well lighted —the aisles wide —merchandise 
well displayed — each department so designed 
as to be a shop within itself—all related de¬ 
partments so arranged as to make shopping 
most convenient and pleasant. 


Some of the larger and newer Kresge stores 
have escalator and elevator service. Many 
Kresge stores, large and small, have air con¬ 
ditioning, comfortable lounges and restrooms. 
Wall colors are scientifically chosen. And in 
some instances photographic murals portray 
subjects of local interest. 

Do you know that if all Kresge store fronts 
were lined up side by side, they would reach 
53,597 feet—over 10 miles? ... and if all the 
counters in Kresge stores were placed end to 
end they would stretch 369,402 feet—more 
than 100 miles? 

You can readily see that keeping Kresge stores 
abreast of the times is a tremendous job. 

Each year more new stores are built, and more 
established stores are modernized. A great 
deal already has been accomplished —and 
Kresge’s will continue to work toward mak¬ 
ing its stores America’s finest shopping 
centers. 



Kresge’s Toronto Store and Canadian Main Office 


Here’s the 'new look” in buildings... the 
most modern of all Kresge stores. Located in 
the famous College Street section of Toronto, 
this entire building is occupied by the Kresge 
Company. It is actually a two-purpose 
building. 


The spacious and very modern first floor is 
devoted to sales and a large restaurant. The 
second and third floors are occupied by ad- 
m i n istrati ve offices—headquarters for Kresge’s 
Canadian stores under the management of 
W. C. Fisher. 
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One of Kresge's most modern neigh¬ 
borhood stores — Detroit, Michigan 


Springfield, Massachusetts, is the home 
of this Colonial design Kresge store 
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This Kresge store in Pontiac, Michigan, 
is one of Kresge's largest and finest 
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In Lexington, Kentucky, you'll see this 
beautiful, modernized Kresge store 

















































There's More to Kresge Values 
than the Price Tag . . . 


T^resge buyers are interested solely in 
securing the best in quality, the latest 
in style, and the utmost in value, in order to 
make you more pleased with the things you 
buy at Kresge’s. 

For that reason any supplier can secure a 
prompt and attentive audience at Kresge’s 
buying headquarters in Detroit. 

But there is more to the relationship between 
the Kresge Company and its suppliers than 
the actual purchasing and delivering of 
merchandise. 

Kresge buyers and suppliers share the belief 
that a product’s salability is governed by its 
over-all appeal to the public. Consequently, 
it is good business for both parties to be on 
the alert for new and better ways of doing 
things—to exchange ideas —to work together 


harmoniously on every phase of merchandis¬ 
ing that may create added value for Kresge 
customers. 

Then, too, Kresge buyers constantly plan 
ahead, and endeavor to place their orders as 
far in advance as possible. This enables manu¬ 
facturers to fill in the valleys of low produc¬ 
tion periods. In fact, the immense volume of 
merchandise purchased by the Kresge Com¬ 
pany annually permits many manufacturers 
to maintain more consistent production 
schedules, and to provide steadier employ¬ 
ment for their workers. 

This friendly cooperation explains in part 
why some of the firms supplying Kresge’s 
needs have been in the Kresge "family” for 
more than 40 years ... and why Kresge stores 
are so well stocked with excellent values. 



KRESGE BUYERS 


To Kresge’s 21 United States and 7 Canadian 
buyers goes the responsibility of seeing that 
Kresge customers are always well pleased. 
The merchandise they purchase in their spe¬ 
cialized fields must be "right” in quality and 


price, timely in appeal, prompt in delivery. 
Keeping Kresge stores well stocked with 
thousands of different items means that 
Kresge buyers are constantly alert to the 
needs and wishes of Kresge customers. 
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Tested Values . . . 

Are the ingredients pure and of unquestioned 
quality? Kresge wants to be sure. And the expert 
analyzing and laboratory testing of many items is 
a regular company procedure planned for the pur¬ 
pose of safeguarding the health and comfort of 
Kresge customers. Kresge merchandise must meas¬ 
ure up to the highest standards. Many products 
displayed on Kresge counters are widely adver¬ 
tised, and nationally famous for quality. 


Sample Rooms . . . 

From toys to tools—combs to curtains —Kresge 
merchandise is carefully examined to assure de¬ 
pendable quality. In Kresge’s sample rooms work¬ 
manship is studied—materials are tested—design 
and practicability are given analytical attention. 
When you make a purchase at any Kresge store 
you may feel confident that the item you select 
is the best that your money can buy. 


NYLCREST Hosiery . . . 
Exclusive with Kresge 

A convincing example of Kresge’s high standard 
of value is full-fashioned, long-wearing, eye- 
appealing Nylcrest nylon hose. A double-tested 
value made to Kresge’s own specifications, Nyl¬ 
crest undergoes at least 15 mill inspections, and 
is actually service-tested by models for fit and wear. 
Sheer in beauty and superb in quality, Kresge’s 
Nylcrest hose offers the added advantages of a 
choice of 3 different weights and an exciting 
variety of the newest and loveliest shades. 
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BENEFITS THE COMMUNITY IT SERVES 



When that Kresge store is officially opened, additional 
benefits result. Local salesladies are employed. Suppliers 
of merchandise and services add another name on their 
books. A host of thrifty shoppers have the opportunity 
to enjoy Kresge values at prices that make their small 
change go a long way. 

Customer traffic and sales volume are greatly stimulated 
in the entire community. And business in general takes 
an upward swing for nearby merchants. 

Yes, a Kresge store is a friendly, dependable neighbor in 
the community... a neighbor that enhances the com¬ 
munity’s physical appearance and takes a lively interest 
in its activities and development. 


T he benefits that a Kresge store brings to a community 
start early and spread widely. 

As soon as a site is chosen for a new Kresge store the com¬ 
munity begins to profit. Property values improve.There’s 
new business for local builders—a new market for local 
building materials —additional employment for local 
construction workers. 


picture at the left 
shows one way in which 
Kresge stores cooperate in 
national and local pro¬ 
motions to move surplus 
farm commodities and 
raw materials. Kresge en¬ 
thusiastically supports all 
such programs that bene¬ 
fit communities and the 
nation as a whole. 




















The Local Farmer... 

It is a source of genuine satisfaction to the local 
farmer to know he has a dependable market for 
his products. Kresge purchases vast quantities of 
fresh fruits, vegetables, meats, poultry and dairy 
products from local farmers for its popular lunch¬ 
eonettes, which enjoy steady patronage all year. 
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The Local Manufacturer ... 

He is given every opportunity and encouragement 
to supply Kresge’s needs, provided his merchandise 
meets the Kresge requirements for quality and 
value. Kresge derives its business from the com¬ 
munities in which its stores are located, and rightly 
feels that the communities should benefit in return. 



Civic Affairs ... 

You can always count on a Kresge store to lend 
whole-hearted support to all worthy charities and 
community enterprises. In many such programs the 
Kresge store manager takes the leading role. And 
he is active in the Chamber of Commerce, the Mer¬ 
chants Association, and other civic organizations. 


The Local Builder ... 

He is an important member of the community. He 
employs local help and purchases local materials 
whenever possible. To patronize him is to aid the 
community. The Kresge Company’s construction 
department always welcomes the opportunity to 
work with responsible local builders. 
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IS ONE OF AMERICA’S FINEST OFFICE BUILDINGS 


Focal point of all activities of the vast Kresge enterprise is the magnificent 
Kresge Administration Building in Detroit. 

Located at 2727 Second Boulevard, facing Cass Park, this block-long, 4-story 
Neo-Gothic edifice was erected during 1929 and 1930. 

Here are located the closely related administrative departments which plan 
and direct the operations of all Kresge stores. And here, too, suppliers from 
every section of the country receive a cordial welcome and a prompt, 
attentive audience. 
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The first floor is devoted to buying, traffic and sales department offices. 
The expansive and handsomely appointed lobby provides an atmosphere 
of friendliness, and affords the utmost in comfort for Kresge visitors, who 
average about 150 a day. 


The second floor is given over to executive departments, the directors’ 
room, assembly rooms and the mailing department. 

On the third floor are the accounting and construction departments. The 
fourth floor contains drafting rooms, the social security department, and 
numerous units for employee comfort and convenience, including cafeteria, 
dance floor, restrooms, reading rooms, lounges and an emergency hospital. 


All in all, the Kresge Administration Building was designed to incorporate 
the finest working conditions for its employees. 
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Finishing edges before baking appli¬ 
cation assures smooth, graceful lines. 


K eeping America’s tables well set requires huge 
. quantities of fine dinnerware. And Kresge stores 
are able to fill an amazingly large demand through 
the vast output of Kresge’s own source of supply, the 
Mt. Clemens Pottery Co. 

Purchased by the Kresge Company in 1920, this great 
pottery in Mt. Clemens, Michigan, covers an area of 
350,000 square feet... and with its complete and ingen¬ 
iously designed facilities it has a capacity of 78,000,000 
pieces of distinctive dinnerware a year. 

To maintain a heavy production schedule and still re¬ 
tain the artistic touch of hand-made craftsmanship is 
the modern magic of the Pottery’s unique manufac¬ 
turing methods. 

Choice clays from many sections of the country, together 
with fine feldspar, flint and other essential minerals, 
assure consistently high quality. 

Mixing, filtering, molding and baking are a few of the 
many steps necessary to transform these ingredients into 
beautiful dishes. These operations are accomplished 
through special processes that are unusual in the pottery 
industry. 
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"Colmont’s” rich ivory luster and graceful, 
embossed design make it practical for any 
occasion. 


Kresge’s exclusive and colorfully decorated 
"Mildred” design is one of the largest selling 
dinnerware patterns in America. 


As in most other commodities there are fluctuating 
seasonal demands for Kresge dinnerware, but by oper¬ 
ating a large warehouse the Pottery is always in a 
position to level out production and to provide steady, 
year-round employment for its highly skilled workers. 

"Come to breakfast”—"Let’s have lunch”—"Dinner’s 
ready”— times without number every day these famous 
phrases are repeated. And that naturally means that 
Kresge dinnerware is in constant use on family tables 
throughout the land. 

For Mrs. Homemaker can depend on Kresge’s to supply 
all her dinnerware needs—pleasing, practical breakfast 
dishes—gay and richly colored luncheon sets—graceful, 
artistically decorated dinner services —attractive, in¬ 
formal odd pieces for many different occasions. 



Kresge Saves You Money 
on Your Dinnerware 


What further pleases Mrs. Homemaker about her Kresge 
dinnerware is the fact that it costs so little to set a 
really delightful table. Kresge stores always provide 
their customers with a fascinating selection of quality 
dinnerware at attractively low prices. 




Applying gold edged lines is one of many 
dinnerware-making arts. 


Putting handles on tea cups requires ex¬ 
perience and intelligent workmanship. 
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^TpHlS friendly greeting is only the begin- 
A ning of a pleasant business transaction in 
any Kresge store. 

In addition to a cheerful welcome, Kresge 
customers enjoy courteous, personal atten¬ 
tion to their shopping needs, whether their 
purchases total five cents or five dollars. 
Kresge prides itself on its friendly stores. 

Kresge salesladies are carefully chosen for 
their appearance, personality and character, 
and trained in the Kresge method of serving 
the public in a true spirit of helpfulness and 
understanding. They see to it that their mer¬ 
chandise is attractively displayed, neatly 
arrayed, clearly priced. They offer helpful 
suggestions, make change quickly and accu¬ 
rately, wrap packages carefully for their 
customers’ convenience. 


In return for their loyalty, dependability and 
willing cooperation, Kresge salesladies profit 
in proportion. They enjoy the security of 
steady employment and steady income—they 
receive insurance protection—vacations with 
pay—Christmas remembrances—special mer¬ 
chandise discounts—and cash for worthy sug¬ 
gestions which the company adopts. 

They work moderately short hours, in clean, 
wholesome surroundings. And they are given 
every opportunity to earn advancement, 
either as designers of store and window dis¬ 
plays, department heads, or to responsible 
office positions. 

This interest in the welfare and progress of 
its employees accounts for the widely ac¬ 
knowledged fact that "Kresge’s is a good 
place to work!’ 
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Willie Jones Has a New Baby Sister . . . 


. . . and Kresge has a brand new customer. Mother 
will make Kresge’s her headquarters for everything in 
baby needs . . . complete layette requirements — cute 
little bonnets, boots, dresses and coats—delicate oils, 
soaps and powders for baby’s sensitive skin—soft rubber 
toys and stuffed animals for baby’s safe enjoyment. 

Of course Kresge looks ahead to baby’s future needs, 

too. Among the thousands of juvenile items on display 

at Kresge’s are bright, fussy dresses and trim, sturdy 

shoes for infants, toddlers and children—well-made suits 

and striking polo shirts for boys—colorful, durable socks 

for children of all ages. 
i 

These and countless other items of good quality wear¬ 
ing apparel are low-priced at Kresge’s to enable mother 
r to keep little sister and brother well clothed at small 

expense. 























Kresge’s Is Dad’s Favorite Store, too 


It’s fun to be handy. And Kresge helps dad do numer¬ 
ous odd jobs around the house. He counts on Kresge 
for many of the miscellaneous tools he needs—for paints 
and brushes—electrical supplies—plumbing aids—gar¬ 
den implements. 

When dad goes to Kresge’s for these dependable values, 
chances are he has instructions to buy some wanted 
items for mother, too .. . pots, pans and cutlery—curtain 
rods and window shades—just to mention a few of the 
thousand different hardware articles for which Kresge 
is so well known. 

Dad can buy many items at Kresge’s for his personal 
use, too . . . fine razor blades for smooth shaves—gay 
neckties to complement any suit or shirt—attractive, 
good quality hose —shirts and shorts —belts and sus¬ 
penders—and many, many more. Is it any wonder that 
dad likes Kresge’s so well? 



































Kresge Prices Are 
Easy on the Pocketbook 








Economy begins in the home ... and Mrs. Homemaker 
gets off to a good thrifty start when she shops at Kresge’s 
for all her needs in notions. 

Not only does Kresge supply her requirements in combs, 
pins, garters, curlers, hair nets, purses and other related 
items ... Kresge also helps her "sew and save" with a 
large and delightful selection of needlework goods. For 
example-plain and fancy buttons—all kinds of threads, 
crochet and embroidery cottons—needles, tape, elastic 
and scissors—fascinating patterns that make mother 
want to start right in to sew—and lovely stamped pieces, 
including scarfs, pillow cases and luncheon sets. 

In notions, too, Kresge is recognized for dependable 
quality and outstanding value. 
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T TUNDREDS of thousands of times every 
day this happy thought comes to the 
public’s mind. For in Kresge stores through¬ 
out the land, bright, spick-and-span luncheon¬ 
ettes extend a cordial welcome to all who 
enjoy wholesome foods well served. 

Good things to eat are always the "order of 
the day" at Kresge’s. The careful selection 
of fresh meats, fresh vegetables, fresh dairy 
products and the finest of staples, from the 


best national and local sources, assures a 
uniformly high standard of quality. 

The skillful blending of these excellent food¬ 
stuffs into wholesome, delicious dinners and 
tasty between-meal snacks is achieved in 
gleaming kitchens by chefs who know how 
to make every dish "just right V 

Seeing to it that Kresge customers are well 
fed at thrifty prices is only part of Kresge’s 
far-reaching public service. 
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Satisfying the Nation’s Sweet Tooth 
Is One of Kresge’s Big Jobs 


Because "goodness” is always in season, Kresge’s pop¬ 
ular candy department is always ready for every need, 
for every occasion, with a wondrous variety of deli¬ 
cious candies of fine quality and utmost purity. 

Rich chocolate creams—smooth-as-velvet fudge—crisp 
peanut brittle—chewy kisses —jelly beans, lollipops, 
party mix—freshly roasted, full-flavored nuts in a tempt¬ 
ing assortment . . . it’s certainly easy to see why a 
visit to Kresge’s candy department is the treat of every 
shopping trip. 

Kresge wants you to enjoy the best, and to enjoy it 
often ... that’s why prices are so attractively low ... 
and why you can purchase Kresge’s sweet values in 
practically any quantity you wish. 






















"I’m Certainly Glad There’s a 
Kresge Store in My Neighborhood!" 


That’s the pleasant thought of Kresge’s junior cus¬ 
tomers. The reason is that in spring, summer, fall and 
winter Kresge toys bring daily joys to girls and boys 
of every age. 

Kresge’s vast and ever-changing assortments have all 
the fun-producers any child could want . . . sturdy 
trucks, cars and aeroplanes—tea sets and crayon sets— 
indoor, outdoor and educational toys galore—games for 
every age—books for every taste—and a grand display 
of lovely dolls. In fact, Kresge is one of America’s 
largest sellers of captivating baby dolls. 

Kresge toys are the products of leading manufacturers. 
They are sturdily built to delight the children—econom¬ 
ically priced to please the parents. 
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Budget-wise Shoppers Choose Kresge’s 
for Their Toilet Articles, too 


Why do so many people look to Kresge’s to look their 
best? Because Kresge has just about everything they 
need for head-to-foot beauty and comfort, at prices that 
place charm within the reach of all. 

At Kresge’s you’ll find shampoos, dressings and wave 
sets for glorious hair—polishes and manicure sets for 
beautiful nails—soaps, creams, powders and lotions for a 
lovely skin—dental needs for an enchanting smile- 
countless foot aids and shaving items—powder puffs 
and compacts—perfumes and deodorants—the selection 
is almost endless. 

Nationally advertised brands are well represented in 
Kresge’s impressive displays. Quality and purity are 
assured . .. and Kresge’s convenient, thrifty packages 
make your small change go a long, long way. 


























It has always been the aim of the Kresge Company to extend to all employees, in stores and 
offices, every possible advantage and benefit to make their association with the company pleasant, 
profitable and productive. While Kresge always stresses the importance of clean, cheerful sur¬ 
roundings, moderate working hours, periods of relaxation and modern restrooms wherever 
opportunity permits, Kresge’s interest in the welfare of its members goes beyond these features 
of immediate comfort and convenience. Let us here review some of the current and long-range 
benefits enjoyed by Kresge members. 



CASH FOR IDEAS 

Every Kresge employee is invited to partici¬ 
pate in Kresge’s suggestion system. Sugges¬ 
tions may be submitted at any time, and 
upon any phase of the business. The company 
makes cash awards in amounts determined 
by the merits of the ideas accepted. 

VACATIONS WITH PAY 

The Kresge Company’s paid vacation sched¬ 
ule is based on length of service . . . one 
week’s vacation after six months’ employ¬ 
ment—two weeks* vacation after one year’s 
service—and three weeks’ vacation after five 
years* association with the company. 


GROUP LIFE INSURANCE 

Kresge’s interest in its members is not con¬ 
fined to actual employment. The company 
helps them plan for their future security 
through a group life insurance plan which 
is financed to a large extent from company 
funds. 

RETIREMENT PLAN 

To employees who meet the required service 
period, Kresge offers a retirement plan de¬ 
signed to help make life comfortable and 
pleasant after retirement. More than 70% of 
the cost of this plan is paid for by the 
company. 
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SERVE MILLIONS OF THRIFTY SHOPPERS DAILY 

This map shows the distribution of the 702 Kresge stores in the United States and Canada. 
Lined areas indicate that Kresge stores are spread over practically all of Canada, and concentrated 
in the central and northeast section of the United States. 


13—CONNECTICUT 
2—DELAWARE 
78—ILLINOIS 
34—INDIANA 
26—IOWA 
7—KANSAS 
10—KENTUCKY 
5—MAINE 
7—MARYLAND 


34—MASSACHUSETTS 
83—MICHIGAN 
13—MINNESOTA 
25—MISSOURI 
6—NEBRASKA 
2—NEW HAMPSHIRE 
18—NEW JERSEY 
75—NEW YORK 
4—NORTH DAKOTA 


72—OHIO 

57—PENNSYLVANIA 
4—RHODE ISLAND 

6— SOUTH DAKOTA 
2—VERMONT 

12—VIRGINIA 

7— WEST VIRGINIA 
25—WISCONSIN 

11— DIST. OF COLUMBIA 


1—BRITISH COLUMBIA 3—SASKATCHEWAN 

3—ALBERTA 43—ONTARIO 


13—QUEBEC 
1—MANITOBA 
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a few views behind the scenes 



LOBBY 



Visitors at the Kresge Administration 
Building feel a warm and cordial wel¬ 
come when they enter this spacious 
and handsomely appointed reception 
room. 

CONSTRUCTION DEPARTMENT 

Here is where plans for the designing 
of new stores and the modernization 
and enlarging of existing stores are 
created, developed and executed. 


TABULATING DEPARTMENT 

More than 40,000 machine-punched tabulating 
cards are electrically sorted here every day. 
These cards represent all transactions charged 
to Kresge stores. Through machine-produced 
analyses of these cards the company can effec¬ 
tively measure the operating efficiency of its 
stores. 
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in the Kresge Administration Building 



INVOICE RECEIVING DEPARTMENT 

Arriving at the rate of about 20,000 a day, in¬ 
voices from Kresge stores are here opened for 
sorting. Invoices are sorted according to com¬ 
panies so that all invoices from one company 
may be grouped together and paid with one 
check. After sorting and assembling, the in¬ 
voices start on their way for payment. 


PAYROLL RECORD DEPARTMENT 

It’s a big job to maintain complicated payroll 
records on over 37,000 regular employees, plus 
more than 15,000 who are seasonably employed. 
The payroll department is constantly at work 
keeping that information up to date, so that 
federal, state and city payroll reports can be 
accurately prepared. 



ACCOUNTS PAYABLE 
AUDIT DEPARTMENT 

This department follows up and audits all in¬ 
voices. More than 2,000 pieces of correspondence 
a day are received from, and dispatched to, 
suppliers and stores regarding merchandise 
purchased. 
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KRESGE EXECUTIVE PERSONNEL 


S. S. Kresge— Chairman of the Board 
D. C. Fisher— President and General Manager 


DIRECTORS 


S. S. Kresge 
*D. C. Fisher 
*C. B. Van Dusen 
*R. R. Williams 
C. E. Holzworth 


*C. B. Tuttle 
F. P. Williams 
T. G. King 
*H. C. Baldwin 
D. F. Valley 


(*Executive Committee ) 


W. G. Walters— Secretary 
Stanley S. Kresge— Assistant Secretary 
J. E. Hearst— General Comptroller 
L. H. Burchard— Tax Department 
W. E. STURGES— Assistant to President 


C. E. Holzworth— Vice President 
F. P. Williams— Vice President 
T. George King— Vice President 
E. H. Todd— Treasurer 


Chicago District 

M. L. Kresge — Manager 

C. L. Yohe— Assistant Manager 

S. A. Meyer— Merchandise Manager 

Detroit District 

T. C. Morgan— Manager 

D. L. Van Dusen— Assistant Manager 
G. C. Hill —Merchandise Manager 

New York District 

E. A. Akehurst— Manager 

C. L. Easterbrook— Assistant Manager 
K. M. Brantley— Merchandise Manager 

Pittsburgh District 

A. S. McPike — Manager 

R. C. Herman — Assistant Manager 

C. L. O’Neil— Merchandise Manager 


Sales Department 

H. J. Liverance— Sales Manager 
H. G. Cardwell, Assistant Sales Manager 
L. C. Cunningham— Display Matiager 
W. F. Crissman— Advertising 

$1.00 Stores Division 

H. I. Burch— Manager 

O. B. Elms— Merchandise Manager 

S. S. KRESGE COMPANY, LIMITED 
(Toronto, Canada) 

W. C. Fisher— Managing Director 
B. B. Mark— Assistant Manager 

Canadian Buyers 

L. A. Cardinal R. E. Moser 

E. T. Dameron H. W. Sherwood 

D. MacLachlan L. A. Simmons 

H. C. Starkweather 


A. T. Bryer 
A. L. Campbell 
W. H. Chapman 
R. C. Davies 


G. O. Driscoll 

E. V. Eckwall 

F. G. Hitchcock 

G. B. Lamberton 


United States Buyers 

A. S. McCall 
H. E. Mertins 
L. G. Modlin 
H. G. Patton 
J. L. Pickering, Jr. 


H. S. Saffell 
J. A. Searcy 
J. W. Shivas 
E. B. Smith 


H. E. Stewart 
A. E. Strawser 
D. A. Teachout 
W. H. Wakeman 


Construction Department Personnel Department 

T. B. Murphey J. E. Armitage 

A. B. Fairbanks 


Expense Control 

C. O. McAllister 


Traffic Department 

H. E. Chapman 


Warehousing Customs and Exchange 

H. B. James Wm. Wolfle 


Mt. Clemens Pottery Co. 

C. E. Doll, Director and Manager 
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